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Abstract: This paper presents the finding of a study which examines the mediating
role of brand image towards the effects of various brand factors influencing
consumer-brand relationship, viz., brand experience, brand attribute, endorser
effect, brand familiarity, online advertisement and social media engagement. This
paper was extracted from a much larger study which examined the relationships in
the context of health product brands in Malaysia. The results of this study hold
important implications for both practitioners and academics. Marketers need to
make efforts to further improve their brand image and communicate it clearly to the
consumers. This will lead to better consumer brand relationships and hopefully will
ultimately lead to brand loyalty. This study also contributes to the body of
knowledge as this is among the first to look at the mediating role of brand image
especially in the context of branding on social media and looking specifically at
health product brands.
Keywords: Brand image, Social media marketing, Consumer brand relationship

1. Introduction
The existing research on consumer-brand relationship has mainly focused on the how the relationships
are formed (Bagozzi, 1995; Duncan and Moriarty, 1997; Fournier, 1998; Peterson, 1994), how the
relationship developed (Fajer and Schouten, 1995; Fournier, 1998; Franzen, 1999), the relationship
pattern (Aaker and Joachimsthaler, 2000; Fajer and Schouten, 1995; Fournier, 1998; Kaltcheva and
Weitz, 1999), the concept of the relationship (Blackston, 1992; Duncan and Moriarty, 1998; Franzen,
1999; Hess, 1998), and finally, the impact of the brand relationship (Kaltcheva and Weitz, 1999; Park
and Kim, 2001).
Due to the rapid development of Internet/Information technology, social media has become more and
more important and even an essential part of our lives today. This includes ongoing business dialogue
with consumers, the public brand-related content, interactive experience, as well as the presence and
participation of the brand social characters (Moorman, Zaltman and Deshpande, 1992; Roberts, Varki
and Brodie, 2003). Social media offers variety of new identity performance which is part of brandrelated background (Merchant, 2006). Some authors have also questioned whether social media has
replaced traditional media in terms of brand equity creation (Bruhn, Schoenmueller and Schäfer, 2012).
Despite the interest, studies on the link between online advertisements on social media and branding
are still limited.
Brand image refers to the thinking, feeling and believe about brand as well as its products or services.
While investigating the consumer relationship model, Aaker and Joachimsthaler, suggested that brand
image plays an important role in building up brand relationships (Batra, Myers and Aaker, 1996).
Farquhar also found that a consistent brand image can create a positive consumer-brand relationship
(Farquhar, 1994; Faircloth, Capella and Alford, 2001). Moreover, brand image serves to legitimize the
brand as an active relationship partner (Fournier, 1998). One the other hand, other studies has identified
various factors that influence brand image. However, very few studies have looks at the mediating role
of brand image. Thus, this research examines the mediating role of brand image between the various
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factors influencing consumer-brand relationship, viz., brand experience, brand attribute, endorser effect,
brand familiarity, online advertisement and social media engagement. Our paper builds on the
consumer-brand relationship theory looking at the various factors that impact brand image and
ultimately on brand-customer relationships.
This paper was extracted from a much larger study which examined the relationships in the context of
health product brands in Malaysia. Here health products refer to substances such as vitamins and
minerals, herbal remedies, homeopathic medicines, traditional medicines (like Traditional Chinese
Medicines), probiotics, and other products like amino acids and essential fatty acids. This definition is
adapted from the definition for natural health products used in Canada (Health Canada, 2016). We
decided to look at consumer brand relationship from a social media perspective as there is negligible
advertising about health products on mainstream media channels and the companies are increasingly
using social media channels and sponsoring celebrity endorsers who promote these products on their
own social media channels.

2. Review of Literature
2.1. Consumer-Brand Relationship
Drawing on social psychology literature regarding interpersonal relationships, Fournier introduced the
consumer-brand relationship theory (Kotler, 1988). This perspective of oriented relationship for
consumer behaviours has expressed the understanding of consumers and the brands, simultaneously the
usefulness of dynamic connection between consumers and brands with the important role played by the
brands in consumers’ life. The brand relationship refers to the economic, emotional and psychological
attachment that consumers can have with the brands (Evanschitzky et al, 2006; Doney and Cannon,
1997). Continuously providing benefits to consumers can enhance the consumer-brand relationship
(Aaker, 1996a; Smith et al., 2007). Brand-related social content can be used to influence consumer
attitudes towards the brands, as well as encouraging consumers to share brand-related content by using
social networks. However, review of literature indicates limited research looking at how social media
has influenced and changed the traditional consumer-brand relationships, especially on how brand
image mediates the relationship between the various factors that impact the consumer-brand
relationships.

2.2. Brand Experience
According to Schmitt, brand experience refers to personal events with direct participation and
experience with certain brands and response to stimulation with real experience, virtual expression, and
so on (Schmitt, 1999; Chaudhuri and Holbrook, 2001). Previous studies have put forward numerous
brand experiential classifications (Evard and Aurier, 1996; Pine and Gilmore, 1998; Schmitt, 2012).
Brand experience can be commonly categorized into cognitive process, behavioural intentions, and
emotional responses (Hirschman and Holbrook, 1982; Holbrook and Hirschman, 1980; Padgett and
Allen, 1997).
Most brands want to build up strong connection with their customers, but this depends on the positive
personal experience (Ha and Perks, 2005). Brand experience can cause much greater impact on the inner
bond between the brand and consumers rather than the influence caused by product features and benefits
(Weinberg, 2001; Murphy and Smith, 1982). In fact, brand experience can create deeper meaning and
memorable image in consumers’ mind and lead to greater credibility from consumers to the brand.
Schmitt (1999) has divided brand experience into two categories, namely individual and shared
experience. When consumers communicate with others, the positive experience will be reinforced and
emphasized (Henderson, Iacobucci, and Calder, 1998). It has been shown that shared experience can
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actually cause significantly positive influence on brand image formation (Pao-Long Chang and MingHua Chieng, 2006) and this is especially relevant in the context of social media.

2.3. Brand Attribute
According to Keller, product attribute refers to the descriptive features of certain brand which can
represent the characters or features for the brands (Keller, 2003; Levin and Levin, 2000). A product or
service can be viewed as combination of essential and extrinsic attributes; both these attributes are
actually the real attributes perceived by consumers (Stokmans, 1991; Brown and Dacin, 1997). The
directly linked information of brand are considered as essential or intrinsic attributes to the consumers,
while extrinsic attributes are opposite and are indirectly linked information associated with the brands
(Stokmans, 1991; Mitchell and Olson, 2000). Providing product attribute information may affect
subsequent judgement via comparison with competing brand products, and may create unique or
deferrable impression of certain brand products (Neuberg and Fiske, 1987). The judgement made by
consumers’ perspective of the brand attribute can actually affect the perception of brand awareness, and
even sometimes, the purchase decision making (Aggarwal, 2004). The core value or symbol or image
of the brands can connect to the brand cognitively and can contribute to consumers’ purchase decision
(Gardner and Levy, 1955).

2.4. Endorser Effect
A brand endorser can be considered as a transfer channel for passing on the brand meaning, and this is
a common way for brand expansion overseas (McCracken, 1989). According to the associative network
memory model, the endorser’s reputation and public impression can actually support consumers to
process brand recall and recognition in their mind and use as additional nodes to stay in consumers’
memory (Fiske and Taylor, 1991; Lafferty, Goldsmith and Newell, 2002). Endorsers with high
credibility will create a stronger impression related to the brand in consumers’ mind. Therefore,
endorser’s effect can actually directly support the brand recall and recognition (Biswas et al, 2006).
In fact, endorser’s credibility and their reputation are used to enhance the advertisement effectiveness
in marketing field, and this has been reported in both marketing and social psychology researches
(Aronson, Turner, and Carlsmith, 1963; Sternthal, Phillips, and Dholakia, 1978; Harmon and Coney,
1982). The credibility of the information source can affect the extent of acceptance of the message. The
endorsement effect can actually make consumers aware of certain brands with the key value and features
shown by the endorser (Erdem, Swait and Louviere, 2002), and also change the consumers’ inner
attitude and cognition.

2.5. Brand Familiarity
Brand familiarity can be defined as a unidimensional structure, which is directly related to the amount
of time spending of processing information about the brand, regardless of the content types being
processing involved (Baker et al, 1986). Brand familiarity can also be referred to as the consumers’
product related experience (Hoch, and Deighton, 1989; Brucks, 1985). As a broad concept, brand
familiarity is related to consumers’ experience, background knowledge, and the strength of consumers’
belief (Chevalier and Mayzlin, 2006; Phelps and Thorson, 1991).
As the consumers’ familiarity increase followed by the increase in confidence, information will be
perceived as less negative or risky by the consumers when dealing with familiar brands. Moreover,
brand awareness is the necessary conditions for building up/ related to brand image (Kapferer, 2004;
Keller, 1998). It is considered relatively easier for consumers to connect the brand image when the
brand is well established with clearly completed public impression.

2.6. Online Advertisement
Advertisements are often used to create the symbols and images in order to lead the relationship between
brands and consumers. Advertisements are used to link the brand with some related symbols with
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particular kind of meaning, such as gender, age, ethnicity, etc, and try to make all these things become
parts of the brand (McCracken, 1986). Social media has recently gained a lot of attention among
advertisers all over the world, who acknowledge the impact of this new media (Belch and Belch, 2004).
Thus it is not surprising that several studies have looked at the relationships between social media
engagement and branding (Yan, 2011; Edelman, 2010).

2.7. Social Media Engagement
Social media with its immense popularity as unique aspects has completely changed marketing (Hanna,
Rohm, and Crittenden, 2011; Kerr et al., 2012). Since social media can connect business to consumers
directly at a low cost and fast, it has become the most important field with the advantages of impact on
customers’ cognition and purchase behavior, as well as bringing people with different preference
together (Kaplan and Haenlein, 2010; Williams and Cothrell, 2000; Hagel and Armstrong, 1997;
Wellman and Gulia, 1999). Compared with other traditional communication channels, social media is
considered as highly effective for communicating brand-related information with their consumers.
Some studies have shown that brands should participate in Facebook, Twitter, MySpace and others, in
order to achieve success under network environment (Kaplan and Haenlein, 2010; Gangadharbatla,
2008; Kim and Ko, 2012). Many companies are now on social networks and use these tools for brand
promotion and to support the creation of brand communities (Kaplan and Haenlein, 2010; Fosdick,
2012).

2.8. Brand Image
According to Gardner and Levy, brand image is considered as the most important marketing factor and
can communicate to target segment or potential customers effectively (Gardner and Levy, 1955). By
the late 1980s, brand image had become one of the essential factors to influence consumer behavior
(Dobni and Zinkhan, 1990; Agarwal and Rao, 1996). Brand image has been defined differently by
various authors. According to Aaker, brand image is the way brand is perceived by consumers and it
can be stored as set of brand associations in their memory (Aaker, 1996b). From consumers’
perspective, brand image is the factor can help decide whether the brand is fitted to their demanding
and also contribute to consumers’ purchase decision making process (Dolich, 1969; Johnson and Puto,
1987; Fishbein, 1967). A well-established brand image will help build appropriate brand position, to be
differentiable from competed brands, and enhance brand’s marketing performance. Thus, to build up
long-term brand image is considered as indispensable role for brands (Aaker, 1997; Keller, 2001; Park
et al., 1991; Feldwick, 1996; Park and Srinivasan, 1994).
A good communicative brand image should help build brand positioning, differentiate it from
competing brands, and also enhance the brand’s performance in marketing, and as a result can
eventually build long-term connection between brand and consumers (Aaker and Keller, 1990; Keller,
1993; Park et al, 1981; Feldwick, 1996; Park and Srinivasan, 1994). A company’s marketing activities
can cause cumulative impact on consumer’s perceived brand image. Thus, brand image is expected to
play a mediating role between all activities related to branding, such as brand experience, attributes,
familiarity and endorser effect, with consumer-brand relationship. Therefore, the following hypotheses
have been proposed (See Figure 1: conceptual model).
H1: Brand image mediates the relationship between brand attribute and consumer-brand relationship.
H2: Brand image mediates the relationship between brand experience and consumer-brand relationship.
H3: Brand image mediates the relationship between endorser effect and consumer-brand relationship.
H4: Brand image mediates the relationship between brand familiarity and consumer-brand relationship.
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H5: Brand image mediates the relationship between online advertisement and consumer-brand
relationship.
H6: Brand image mediates the relationship between social media engagement and consumer-brand
relationship.

Figure 1: Conceptual Model

3. Methodology
This study used non-prob ability sampling, specifically, snowball sammpling method for collecting
data. Online conta cts were asked to participate in the research by completing the online survey
questionnaire (refer to attached questionnaire in Ap pendix 3). These respondents were then requested
to select other respondents who had sim ilar characteristics - in this case those who were us ing health
products (Haer and Becher, 2012).
Out of a targeted 300 respo nses, 250 completed surveys were collected. This study used a 7-point Likert
scale (1=stron gly disagree, and 7=strongly agree) items for the dependent, mediating and independent
variables and the items were adapted/ adoppted from previous relevant studies. The list of variables,
number of items and sources fro m which they were adopted/ adapted are given in Appendix 2. The first
question asked respon dents to indicate one health product brand is the one first come into their mind.
The data analysis was carried out using statistical software SPSS s tatistics 22 and the add on PROCESS.
Invalid and incomplete surveys were deleted and a total of 223 valid surveys were used for the fin al
analysis. The sample size is deemed suf ficient according to rules of thumb (Hill, 1998).

3.1. Mediation Analysis
In this study, the PROCE SS macro, an add-on to the SPSS programm e, was used to test for mediation.
Model 4 (from the Model Template for PROCESS SPSS 2013-2015) was used to perform mediator
analysis with p < 0.05 (Cohen et al., 2003). Preacher and Hayes bootstrap method was used as it
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provides some advantages over the Sobel’s test, primarily with regards to an increase statistical power.
This method provides point estimates and confidence intervals by which on can assess the significance
or non-significance of a mediation effect. Point estimates reveal the mean over the number of
bootstrapped samples and if zero does not fall between the resulting confidence intervals of the
bootstrapping method, one can confidently conclude that there is a significant mediation effect to report.

4. Results
4.1. Demographic Profile
Given below are the demographic profiles of the respondents and the findings of our study:
Table1: Demographic Information of Participants
Variables

Responses

Percentage

Male

53

24.9%

Female
Age

160

75.1%

18-25 years old

30

13.5%

25-35 years old

29

13.0%

35-45 years old

22

9.9%

Above 45 years old

142

63.7%

Student

25

11.2%

Full-time employed

43

19.3%

Part-time employed

33

14.8%

Self-employed

41

18.4%

Unemployed
Others

16
65

7.2%
29.1%

Gender

Occupation

A total of 213 completed responses were used for the final analysis. Out of this, 53 (25%) of the
respondents were male and 160 (75%) female (Table1). Majority of participants were above 45 years
old (63.7%). Since this study investigated health product brands, younger customers may not consider
health issues important. About 40% of the participants are in full-time employment or are selfemployed, and approximately 15% of participants were employed part-time. Interestingly about 19%
of the respondents indicated that they are self-employed.
Based on the answers to the first question (see Table 2), it was found out that American brand Amway
was the most popular health product brand with 15% of respondents indicating the brand as their choice.
A number of respondents also indicated Nutrillite (about 8%), which is the sub-brand of Amway with
a range of vitamins and supplements. Amway uses the multi-level marketing model and increasingly
using social media to connect with their consumers. Amway was followed by Canadian brands Jamieson
(14%) and Oltimo (13%). Other brands chosen by the respondents included Salus, GNC, Natural,
Swisse, Blackmores, Kirkland, Centrum and Bill.
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Table 2: List of Health Product Brands
Health Product brand
Amway
Jamieson
Oltimo
Salus
GNC
Natural
Swisse
Blackmores
Kirkland
Centrum
Bill
Others

Frequency (%) approx.

(including Nutrillite 8%)

15
14
13
10
8
8
6
5
3
2
2
14

4.2. Factor Analysis
Table 3 presents the results of the Kaiser-Meyer Olkin (KMO) and Bartlett’s tests (Pallant, 2007). The
results indicate that we can go ahead with factor analysis.
Table 3: KMO and Bartlett’s Test Results
Kaiser-Meyer-Olkin measures of sampling adequacy

.912

Bartlett's Test of Sphericity Approx. Chi-Square

12243.811

Df

1770

Significance

.000 < 0.05

4.3. Principal Component Analysis
This study used principal components analysis (PCA) with the aim of deriving fewer variables to
provide the same information that one would obtain from the larger set of variables. 7 unidimensional
variables were extracted, namely brand experience, brand attribute, brand familiarity, online
advertisement, social media engagement, brand identity and customer brand relationship (in Appendix
1). However, endorser effect loaded into two dimensions, which were named as endorser attractiveness
and endorser credibility respectively.

4.4. Reliability Analysis
Internal consistency reliability tests show that the Cronbach’s alpha of all variables in this study are all
above 0.7, and thus considered as reliable (Nunnally and Bernstein, 1994; Peterson, 1994) (Table 4).

Table 4: Reliability Statistics
Variable

Independent variables

Mediator
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Brand attribute
Brand experience
Endorser attractiveness
Endorser reliability
Brand familiarity
Online advertisement
Social media engagement
Brand image

Cronbach’s Alpha
.853
.895
.802
.970
.907
.865
.913
.895

Number of Items
5
6
5
10
6
5
7
5
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Dependent variable

Consumer-brand relationship

.917

6

4.5. Brand Image as Mediator
In this study, the linear regression analysis (not shown in this paper) showed that there is strong
correlation between independent variable, which satisfied the four essential conditions for performing
mediating factor analysis. Due to the significant correlation between each individual variable with
others, mediation analyses has been performed using both Sobel’s test and Preacher and Hayes bootstrap
test were used with bias-corrected confidence estimates (MacKinnon, Lockwood and Williams, 2004;
Preacher and Hayes, 2004). In this study, the 95% confidence interval of the indirect effects was
obtained with 5000 bootstrap (Preacher and Hayes, 2008).

Figure 2: X Affects Y Model A: Direct Effect & Model B: Indirectly through M

Note: In Figure 2, the independent variables (X) include brand experience, brand attribute, endorser
effect, brand familiarity, online advertisement and social media engagement. Consumer-bran d
relationship, the dependent variable (Y) and brand image is the mediating variable (M).
Table 5 shows the results of the mediating role of brand image in the relationships between brand
experience, brand attribute, endorser attractiveness, endorser reliability, brand familiarity, online
advertisement and social media engagement with consumer-brand relationship. According to Baron and
Kenny (1986), partial mediation effects exist when the mediated effect (a x b) and direct effect (c) both
exist and point at the same direction. On the other hand, there is full mediation when mediated effect (a
x b) exists but the direct effect does not exist (not significant). Results of the mediation analysis
confirmed the mediating role of brand image between the various brand factors and consumer-brand
relationship. Following Baron and Kenny (1986), brand image partially mediates all the relationships
between the brand factors and consumer-brand relationship. Table 6 below gives the summary of the
results of the hypotheses tests.
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Table 5: Mediation Analysis Model Summary (Brand Image as M)
Model
Pat
Beta Coefficients (b)
Pat
.5089
Brand Attribute (X)
Pat
.7468
Brand Image (M)
Pat
.5315
Consumer-Brand Relationship (Y)
Path
.3801
Pat
.4312
Brand Experience (X)
Pat
.5756
Brand Image (M)
Pat
.2866
Consumer-Brand Relationship (Y)
Path
.2890
Pat
.4897
Endorser Attractiveness (X)
Pat
.7003
Brand Image (M)
Pat
.5014
Consumer-Brand Relationship (Y)
Path
.3430
Pat
.4933
Endorser Reliability (X)
Pat
.6229
Brand Image (M)
Pat
.6238
Consumer-Brand Relationship (Y)
Path
.3073
Pat
.4451
Brand Familiarity (X)
Pat
.6125
Brand Image (M)
Pat
.6247
Consumer-Brand Relationship (Y)
Path
.3521
Pat
.5037
Online Advertisement (X)
Pat
.4470
Brand Image (M)
Pat
.7588
Consumer-Brand Relationship (Y)
Path
.2654
Pat
.4702
Social Media Engagement (X)
Pat
.5864
Brand Image (M)
Pat
.6466
Consumer-Brand Relationship (Y)
Path
.2757

t statistics
9.6819
12.8005
8.9883
7.7069
8.2190
10.7642
6.1583
6.8518
10.2504
11.0958
9.2360
7.5128
9.8197
10.7999
12.1567
7.2484
9.5699
12.2766
14.2532
8.7799
13.5985
8.0297
18.9839
6.9004
9.6864
8.5728
14.1641
7.3466

p
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000
.0000

Table 6: Summary of Results
Hypothesis
H1 Brand image mediates the relationship between brand attribute and consumer-brand
relationship.
H2 Brand image mediates the relationship between brand experience and consumer-brand
relationship.
H3 Brand image mediates the relationship between endorser effect and consumer-brand
relationship
H4 Brand image mediates the relationship between brand familiarity and consumer-brand
relationship
H5 Brand image mediates the relationship between online advertisement and consumerbrand relationship
H6 Brand image mediates the relationship between social media engagement and
consumer-brand relationship

Results
Partial
mediation
Partial
mediation
Partial
mediation
Partial
mediation
Partial
mediation
Partial
mediation

5. Discussion and Conclusions
This paper is extracted from a much larger study which looks at branding of health products on social
media. Table 5 summarises the main findings of this study. Following Baron and Kenney (1986), we
can interpret that Brand image partially mediates between the various brand factors, namely brand
experience, brand attributes, endorser effect, brand familiarity, online advertisement and social media
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engagement with consumer brand relationships. The findings do highlights the importance of brand
image. In other words, a positive brand image is absolutely essential for consumer brand relationships
to happen. This is in line with previous studies which suggest that brand image plays important role in
order to build up the brand relationship (Batra, Myers and Aaker, 1996) and that a consistent brand
image can create a positive consumer-brand relationship (Farquhar, 1994; Faircloth, Capella and Alford,
2001).
The results of this study hold important implications for both practitioners and academics. Marketers
need to make efforts to further improve their brand image and communicate it clearly to the consumers.
This will lead to better consumer brand relationships and hopefully will ultimately lead to brand loyalty.
This study also contributes to the body of knowledge as this is among the first to look at the mediating
role of brand image especially in the context of branding on social media and looking specifically at
health product brands. Bian and Moutinho (2011) showed that brand image was not a mediator between
effects of involvement/knowledge and purchase intention. However, our study shows that brand image
does mediate between brand familiarity and brand experience with consumer-brand relationship - which
refers to the economic, emotional and psychological attachment that consumers can have with the
brands.

6. Limitations of the Study
It should be noted that even though we have interpreted the analysis results as “partial” mediation, the
concepts of full or partial mediation are now considered outdated (Hayes, 2013).
This study focussed on branding of health product brands on social media and future studies should
examine whether this is applicable to other product categories, such as electronic products, cosmetics,
and even luxury products. It should be pointed out that this study did not look at the impact of price but
it may have an impact on brand image and ultimately on consumer-brand relationships. It would also
be interesting to see if brand image also plays a mediating role in the offline context.
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Appendix 1: Factor Loadings - Principal Component Analysis
ITEMS
BE1
BE2
BE3
BE4
BE5
BE6
BA1
BA2
BA3
BA4
BA5
EA1
EA2
EA3
EA4
EA5
ER6
ER7
ER8
ER9
ER10
ER11
ER12
ER13
ER14
ER15
BF1
BF2
BF3
BF4
BF5
BF6
OA1
OA2
OA3
OA4
OA5
SME1
SME2
SME3
SME4
SME5
SME6
SME7
BI1
BI2
BI3
BI4
BI5
CBR1
CBR2
CBR3
CBR4
CBR5

BE
.557
.656
.660
.729
.598
.641
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BA

EA

ER

BF

OA

SME

BI

CBR

.584
.605
.622
.646
.615
.582
.615
.602
.694
.582
.622
.673
.682
.680
.692
.720
.712
.652
728
.680
.756
.744
.829
.816
.860
.698
.782
.689
.742
.735
.741
.796
.721
.728
.742
.713
.799
.793
.663
.662
.665
.567
.630
.676
.622
.751
.759
.610
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Appendix 2: Variables and References
Variables

Items

References

Brand attribute
Brand experience
Endorser effect

5 items
6 items
15 items

Manolis et al., 1994; Heiman and Muller, 1996
Lichtenstein, Ridgway and Netemeyer, 1993
Ohanian, 1990

Brand familiarity
Online advertisement
Social media engagement
Brand awareness
Brand image

5 items
5 items
7 items
5 items
5 items

Hirschman, 1980; Midgley and Dowling, 1978
Pollay and Mittal, 1993; Reid, 1979
Medicine20.com, 2016
Ha and Perks, 2005; Severi and Ling, 2013
Manolis et al., 1994; Severi and Ling, 2013

Consumer-brand relationship

6 items

Hess, 1995; Laroche, Habibi and Richard, 2013

Appendix 3: Demographic Information of Participants
Questionnaire (An Online Survey was Used)
Please answer the following question about health product brands.
1. When you think of health product, what brands come to your mind immediately?
Note: when you answer following questions, please answer them based on the particular brand you have
written down for Q1. In other words, use the brand you have answered in Q1 to substitute for [selected
brand] during the survey.
2. Brand experience
The following questions concern your personal experience with [selected brand] on social media. You
need to answer how much you agree with each of the following statement. “1” means “Strongly
Disagree” and “7” means “Strongly Agree”.
2.1 When I encounter [selected brand] on social media, I engage in a lot of thinking.
2.2 Content shown in [selected brand] social media seem interesting.
2.3 [selected brand] social media enables information sharing with others.
2.4 It is easy to deliver my opinion through [selected brand] social media.
2.5 I can easily communicate with other customers on [selected brand] social media.
2.6 Overall, I am satisfied with [selected brand] on social media.
3. Brand attributes
The following questions concern your opinion about brand attribute of [selected brand] on social media.
You need to answer how much you agree with each of the following statement. “1” means “Strongly
Disagree”, and “Strongly Agree”.
3.1 [selected brand] often promote their products/services on social media.
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3.2 [selected brand] often discounts or package deals on their social media.
3.3 [selected brand] provide relatively good customer service on their social media.
3.4 [selected brand] responds to their customer enquiries on time and effectively on social media.
3.5 The information found on [selected brand] social media is useful when making purchase decision.

On the scales that follow, please indicate your reaction to information posted by the endorser of
[selected brand] on social media. Rate these posts by endorser from 1 to 7, clicking in the direction of
the end of the scale that seems to be most characteristics of posts by endorser on [selected brand] social
media.
Attractiveness
Unattractive
Not classy
Ugly
Plain
Not Sexy

1
1
1
1
1

2
2
2
2
2

3
3
3
3
3

4
4
4
4
4

5
5
5
5
5

6
6
6
6
6

7
7
7
7
7

Attractive
Classy
Beautiful
Elegant
Sexy

1
1
1
1
1

2
2
2
2
2

3
3
3
3
3

4
4
4
4
4

5
5
5
5
5

6
6
6
6
6

7
7
7
7
7

Dependable
Honest
Reliable
Sincere
Trustworthy

1
1
1
1
1

2
2
2
2
2

3
3
3
3
3

4
4
4
4
4

5
5
5
5
5

6
6
6
6
6

7
7
7
7
7

Expert
Experienced
Knowledgeable
Qualified
Skilled

Trustworthiness
Undependable
Dishonest
Unreliable
Insincere
Untrustworthy
Expertise
Not an expert
Inexperienced
Unknowledgeable
Unqualified
Unskilled
4. Brand familiarity
The following questions concern your opinion about brand familiarity of [selected brand] on social
media. You need to answer how much you agree with each of the following statement. “1” means
“Strongly Disagree” and “7” means “Strongly Agree”.
4.1 My friends often pass along information on brand, product, or services from [selected brand] social
media.
4.2 My friends often upload contents from [selected brand] social media on their blog or microblog.
4.3 I often read my friends’ comments on [selected brand] social media.
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4.4 I follow [selected brand] social media because my friends have recommended it.
4.5 [selected brand] I can talk about it for a long time.
4.6 I am pretty familiar with [selected brand] products or services.
5. Advertisement
The following questions concern your opinion about [selected brand]’s advertisement on social media.
You need to answer how much you agree with each of the following statement. “1” means “Strongly
Disagree” and “7” means “Strongly Agree”.
5.1 I often watch the newest version of [selected brand] advertisement on social media.
5.2 I often share or upload the advertisement of [selected brand on social media].
5.3 I consider advertisement of [selected brand] is an important source of brand related information.
5.4 I like the way of [selected brand] advertisement presentation of their products/services.
5.5 I trust the information [selected brand] provided on their advertisement.
6. Social Media Engagement
The following questions concern your engagement with [selected brand] on social media homepage.
You need to answer how much you agree with each of the following statement. “1” means “Strongly
Disagree” and “7” means “Strongly Agree”.
6.1 I often visit [selected brand] social media (e.g. go to selected brand Facebook page).
6.2 I often read [selected brand] social media postings.
6.3 I often watch photos or video on [selected brand] social media.
6.4 I often share or upload content on [selected brand] social media.
6.5 I consider [selected brand] social media is an important source of brand related information.
6.6 I often pay attention to “like” or “mark as favorite” content on [selected brand] social media.
6.7 The “like” or “mark as favorite” content plays important role when I considering [selected brand]
products/services.
7. Brand Awareness
The following questions concern your awareness about [selected brand] in the social media. You need
to answer how much you agree with each of the following statement. “1” means “Strongly Disagree”
and “7” means “Strongly Agree”.
7.1 When mentioned about [selected brand], it gives me a feeling of goodwill.
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7.2 I am always aware of [selected brand] products/services in comparison with the other competing
products/services that appeared in the social media.
7.3 I can quickly come up the differences of [selected brand] compared with competing brand products
and services.
7.4 When talked about healthy products and services, [selected brand] is the first brand come up to
your mind.
7.5 This [selected brand] has a good reputation among the competing brands.
8. Brand Image
The following questions concern your perspective and image about [selected brand] in the social media.
You need to answer how much you agree with each of the following statement. “1” means “Strongly
Disagree” and “7” means “Strongly Agree”.
8.1
This [selected brand] products/services have a differentiated image in comparison with the
other products/services in the social media.
8.2 This [selected brand] products/services in the social media has a positive impression.
8.3 This [selected brand] products/services are well established in the social media
8.4 Compared with competing brands, [selected brand] is considered as a good choice of merchandise.
8.5 [selected brand] is considered as a very reliable brand.
9. Consumer-Brand Relationship
The following questions concern your relationship with [selected brand] in the social media condition.
You need to answer how much you agree with each of the following statement. “1” means “Strongly
Disagree” and “7” means “Strongly Agree”.
9.1 Based on [selected brand] social media contents, I love products/services of [selected brand].
9.2 I feel proud of being a customer of the [selected brand].
9.3 The [selected brand] is one of my priced possessions.
9.4 I value the heritage of the brand.
9.5 If I were to replace the product/service, I would replace it with another product/service of the same
[selected brand].
9.6 [selected brand] is one of the highest quality.
9. Preference of social media
The following questions concern your preference of several popular social media websites/apps.
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9.1 Which of the following social media websites/apps do you have
account, if any, you may select more than one answers.
LINE
LinkedIn
Facebook
Wechat
Instagram
Google+
Twitter
MySpace
Youtube
Tagged
9.2 How do you rank the above social media websites/apps? Please check
first 5 you think are reliable, trustworthy.
LINE
Twitter
Facebook
Youtube
Instagram
Tagged
Bebo

LinkedIn
Weibo
Other:

Bebo
Weibo
Other:

Wechat
Google+
MySpac
e

Demographic questions
1. What is your age?
a. 18-25 years old

c. 35-45 years’ old

b. 25-35 years old

d. above 45 years’ old

2. What is your gender?
a. Male

b. Female

3. What is your current occupation?
a. Student

b. Full-time employed

c. Part-time employed

d. Self-employed

e. Unemployed

f. Others
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